Credit cooperativism is characterized by providing access to financial services and intermediation of funds, taking risks and generating benefits. In more mature economies works as a booster of strategic economic sectors, including occupying spaces not filled by banking institutions, in response to the worldwide phenomenon of concentration in the industry. This study aims to evaluate the quality of services provided by a cooperative credit northeast from the expectations of its members. From multivariate techniques and univariate statistical analysis of data, the search resulted in the identification of negative gaps between expectation and performance on the dimensions of the quality of services provided by the cooperative from the proposed model SERVQUAL scale.
INTRODUCTION
Credit cooperativism is characterized by providing access to financial services and intermediation of funds, taking risks and generating benefits. In more mature economies works as a booster of strategic economic sectors, including occupying spaces not filled by banking institutions, in response to the worldwide phenomenon of concentration in the sector (SOARES; MELO SOBRINHO, 2008) .
The cooperative phenomenon has grown significantly in recent decades (MEINEM; PORT, 2014) . Quantitative analysis of the segment in Brazil shows significant growth in the number of cooperatives in the decades of 1980 and 1990, from 430 in 1980 to 1420 in 2002 . Such growth is due to the search for economies of scale and rationalization of the processes occurring in most cooperative systems. It is worth noting that approximately 35% of current financial cooperatives were formed from the years 90, a period that corresponds to the stabilization of the brazilian economy, with inflationary rates and consequent fall in revenue of the banks, causing reduction of own business in comprehensiveness, opening, therefore, room for credit unions (SOARES; MELO SOBRINHO, 2008) .
As a service, the credit cooperatives are also an economic activity that creates value and benefits customers in specific times and locations (LOVELOCK; WRIGHT, 2006) . To understand the behavior of existing demand and be able to see it is necessary the use of techniques that can evaluate the quality of service that is perceived by consumers.
In possession of information about the quality of service perceived by its users, the institution can comply, offering products and services adjusted to this demand, ensuring greater efficiency for your business, since it will have information to enhance your customer service infrastructure (PARASURAMAN; ZEITHAML; BERRY, 1988) .
There are several methods to evaluate a financial institution, with an emphasis on your own activity, but if this organization has as its primary function, as in the case of a cooperative, its member, it is necessary to get the member's view.
Due to the growing participation of services in the economies of the countries, the concern with quality in the sector has been a constant, a fact pointed out by several authors that confirm this assertion (MIGUEL; SALOMI, 2004; LOVELOCK; WRIGHT, 2006; SANTOS, 2007) . A tool that makes it possible to measure the quality of the services provided is the Servqual scale, a questionnaire created by Parasuraman, Zeithaml and Berry (1988) , based on the conceptual model proposed by them, which measures the quality of a service, from the expectations and perceptions of customers, related to the interests of this research.
Customer expectations play an important role in the evaluation of services, suffer influences of factors often considered uncontrollable, that will determine the increase or the decrease in the level of expectation. Parasuraman, Zeithaml and Berry (1993) studies suggest that the past experiences influence the expectations and perceptions of customers' performance for the services. The knowledge of the customers' expectations contributes to the development of the service to be performed, in order to reach the level considered appropriate for the same. Meet the needs of users enables the same to be considered and answered, as well as overcome, surprising the client, leading to satisfaction, and even promote your loyalty (VILLAS BOAS; REZENDE; SILVA; TURRIONI, 2003) .
In this way, the objective of this is to evaluate the quality of the services provided by a northeast credit cooperative from the expectations of its members.
To do so, this paper is structured as it follows: a section to discuss theoretical aspects of service and quality of services provided by organizations; a methodology section to describe the research locus, focus, theme and the procedures adopted to conduct this study; the results, discussion and conclusion, which ends up this article by citing the contributions this research brought up. Grönroos (2003) defines services as a process consisting of series of more or less intangible activities that, typically, but not necessarily always, occur in the interactions between the client and the service staff and/or resources or physical goods and/ or service provider systems and which is provided as solutions to customer issues. He cites as your service characteristics the production resulting from a process, the inseparability of production and consumption, to be coproducted by the client, your intangibility and as a consequence, the impossibility of being stocked.
SERVICES AND QUALITY
Fitzsimmons and Fitzsimmons (2014) state that service is a perishable, intangible experience, developed for a consumer who plays role of coauthor in the making. Their perishability precludes storage. Zeithaml and Bitner (2003) say that services are actions, processes and performances. Would be produced not only by companies of services, but also by manufacturing, when the service is not to be confused with the physical product, but the accompanying collateral or even as a customerservice center, hence coming up, a secondary service. Nóbrega (2013) introduces the concept of dissonance affirming that service can be seen as a process or product. During your production is perceived as process, but the end is seen as your product. What is seen is the process, while the direction is the product. Fitzsimmons and Fitzsimmons (2014) contravene this understanding by stating that services are ideas and concepts, while products are objects.
The services feature distinctive characteristics, little differs between authors.
Below are listed some stages perceived as basic characteristics related to services:
1. Processes -arising from an activity or series of activities that develop most often on the consumer's presence, whose participation may happen in the process (GRÖNROOS, 2003).
Heterogeneity or variability-is your
condition to be performed by humans, hence it is not possible to your faithful reproducibility.
Are not exactly the same each time are produced (FITZSIMMONS; FITZSIMMONS, 2014). The authors argue that a service is accomplished through process automation technology could generate a standardized service, but even in such situation, can still occur the favouring of customization in some cases. There is a difficulty in monitoring and unifying this variability in the provision of services, especially for not having a staff's consistent behavior at the time of the service interaction.
3.
Simultaneity or inseparability-one of the services' features because they were produced, distributed and consumed in the same space of time.
This explains why the services cannot be stored. Given the heterogeneity of services, customers will accept such a reality and admit a zone of tolerance, which is the difference between the desired and the appropriate service, can be expanded or reduced according to the flexibility of the admitted level, preferably to the appropriate services and are likely to change. Important to note that there are different zones of tolerance between different customers, as well as the same client may present different tolerances for different attributes and for different types of services (PARASURAM;
ZEITHAML; BERRY, 1993). Zeithaml and Bitner (2003) state that the more important is an attribute to the customer, closer tends to be its tolerance zone for the same and customers will tend to be resistant to lower the level of their expectations. The tolerance zone is more flexible when the attribute is less important to the client.
3-provided service is the level of service that the customer actually believes will receive the supplier, being a desired performance forecast for the service. This estimate will affect the level of service appropriate and accordingly intervene in the area of tolerance. Parasuraman, Zeithaml and Berry (1993) consider that the provided service, when compared with the perceived service, will determine the level of client's satisfaction with the contracted service.
The evaluation of satisfaction with the services is given unlike the assessment of quality of services. Satisfaction with the service occurs when the client compares the service provided with the perceived service, while the quality of service is measured by the difference between the expectation of the service and the perception of the service received (PARASURAMAN; ZEITHAML; BERRY, 1993) . Although closely linked to the process quality, the satisfaction is taken as a separate concept, being a prerequisite for support of marketing activities and the relationship between the quality and the marketing itself.
The quality of service influences the consumer's choice behavior in individual level (ZEITHAML & BITNER, 2003) . Therefore, it is a strategic tool that influences the market share of a company on a global level (GARVIN, 1987; KEISER, 1988) . From the understanding that such aspects in your evaluation, managers can set to influence them in a desirable direction (PARASURAMAN;
ZEITHAML; BERRY, 1988) .
The perceived quality is an abstract concept that is simpler and, sometimes, the objective or affective aspects. This definition differs from that of objective quality of a product or service that can be quantified, taking into consideration a number of observable characteristics such as the number of defects, durability or price (GARVIN, 1987) .
There are five dimensions of service quality that are usually applicable to evaluate service provided by mostly every tipe of companies (THIAKARAJAN;
SINDHUJA; KRISHNARAJ, 2015): the tangibles aspects; the reliability, which can be translated in the ability to perform the service as is was promised to the client; the assurance, "the ability to instill trust and confidence in the customer towards the The SERVQUAL model, which is described in the following paragraphs and is applied in this study, is structured based on functional quality rather than technical quality (LADHARI, 2008) . The SERVQUAL model provides a basic framework through expectations and perceptions format, including sentences for each of the quality of service dimensions that can be adapted to suit the characteristics of the survey, in relation to the institution. It is necessary that the respondents have a prior knowledge of the service to be evaluated, which limits the model current or former clients.
In the beginning, it had 97 attributes distributed in ten dimensions. Later, for its range, was reduced to 34 attributes divided into seven dimensions. After a second evaluation, was reduced to twenty-two attributes, divided into five dimensions.
The SERVQUAL model is one of the most used when evaluating the quality of services from the perception of its users, without restriction of organizational typology, including for studies in the area of health services (MOURA et al., 2017; SOUSA et al., 2017; TESHNIZI et al., 2018) . Finally, the quality of service perceived will last represented along a spectrum that ranges from the ideal quality and unacceptable quality and there is a point that represents the appropriate or satisfactory quality. In cases that the expected service is greater than the perceived service, the quality is below satisfactory, tending towards to quality unacceptable, as the gap between the service expected and perceived service increases.
When the expected service matches the perceived service quality perceived is regarded as satisfactory.
In another situation, when the expected service is lower than the perceived service, the resulting quality is shifted to a point superior to the satisfactory quality (PARASURAMAN; ZEITHAML; BERRY, 1988) .
Due to the diversity of services, the authors argue that customers are willing to accept a zone of tolerance, which is limited by the desired service and the minimum acceptable. They claim that the tolerance zone varies depending on the client and the attribute searched, which also suffers the influence of a number of factors, some determined by the organization itself, as the price of the service offered.
Zeithaml and Bitner (2003), claim that the tolerance zone tends to estreitarse to the perceived by the client as attributes. They add that the more important is the attribute for the client, the desired service levels and appropriate move towards the upper limit of the scale used.
METHODOLOGY
The survey was conducted to assess the quality of the services provided by a Credit Union et al., 2005) . Therefore, previously to the effective application of the questionnaires, they were delivered to be answered by ten members of the institution.
In this step, the questionnaires had redaction and visual presentation refined. The and a confidence interval of 95%.
In this study, the sample size was defined by the following formula, as mentioned by Gil (2011) , for the calculation of finite population: 
RESULTS
The sample is composed of 61 making it possible to verify the adequacy of the data to the application of the factor analysis. After verified the adequacy, the search continued with the exploratory factor analysis, considering the criterion of practical significance, suggesting that are considered the factorials above 0.50 loads (MINGOTI, 2005) . The factorial structure exposed presents dimensions in order and the variables organized into factors. The next step of the study was the evaluation of gaps between expectations and performance from the cooperative assessment presented in the table 4. 
Atribute
Expectation Performance Gap Quality of employee attendance 9,76 9,56 -0,20 Employee availability to co-workers 9,76 9,28 -0,48 Services provided by executive boxes 9,75 9,46 -0,29 Relationship and access to managers and employees 9,74 9,19 -0,55
Education of managers and employees 9,73 9,49 -0,24 Quality and transparency of management 9,72 8,88 -0,84 Training of managers and employees 9,71 9,21 -0,50
Meeting the members' needs 9,68 9,15 -0,53 Waiting time for effective service to the cooperative 9,66 8,93 -0,73
Technical knowledge of consultants 9,65 9,02 -0,63 Cleaning and organization of the institution 9,64 9,51 -0,13 Internal Surveillance Service 9,62 9,26 -0,36 Cooperative service hours 9,62 9,20 -0,42 Staff Posture and Attire 9,60 9,50 -0,10 Punctuality of managers and employees 9,59 9,28 -0,31 External monitoring service 9,59 9,11 -0,48 Environmental comfort of the institution 9,58 9,37 -0,21 Quality of the financial advice provided to the members 9,58 8,90 -0,68
Compliance with deadlines for analysis and formalization of contracts 9,48 8,65 -0,83
Organization of the institution's general meetings 9,45 8,77 -0,68 Access to the bank's ATMs 9,44 8,36 -1,08 Physical facilities of the institution 9,43 9,25 -0,18 Adequacy of the institution's contracts 9,40 8,87 -0,53 Quality of the services of the institution's website 9,40 8,63 -0,77 Availability of parking spaces and surroundings 9,33 7,91 -1,42 Quality of the services of the telephone exchange 9,33 8,74 -0,59 Technical visits by consultants 9,21 8,47 -0,74 Location of institution 9,20 8,96 -0,24 Quantity and cleanliness of the bathrooms 9,08 8,85 -0,23 
DISCUSSION
By enabling managers and directors to know how the service is evaluated by cooperative members, taking into consideration their needs and based on their expectations and perceptions, makes it possible to highlight and seek ways to influence a future evaluation for a desired direction, making it possible to assist the organization in the pursuit of its goals.
In the credit cooperativism, the improvement of quality is a challenge of such magnitude that incorporates all actors involved in the process: cooperative members, professionals and, in particular, the managers. The members find it difficult to fully understand the issues involved in the design of services (MEINEN; PORT, 2014) .
Thus, the quality of service means a new and necessary managerial approach to the area of the credit cooperatives. Through the studies of services quality, it is possible to find some attributes, aspects or characteristics that mean a competitive differential, as claim Parasuraman, Zeithaml and Berry (1988) .
Measure and assess the perceptions of quality and customer satisfaction is intended to identify the trends of consumption in the long term, serving as a reference in the decision-making process, in order to react to the behavior of the market immediately (AAKER; KUMAR; DAY, 2004). Parasuraman, Zeithaml and Berry (1988) and Cronin and Taylor (1992) , affirm the importance of the quality of products and services and how it has become essential and strategic decision-making of marketing models, assisting managers to develop approaches and to conduct its activities, based on logical and reliable market information. This demonstrates the importance of credit unions, to measure and assess the quality of their products and services, as a strategy to achieve a higher competitiveness on the market.
In business relations, the consumer is responsible for assessing the quality of services received, which can be defined as the difference between the expectation in relation to the expected performance and the perception experienced after the contact happened (GRÖNROOS, 2003) .
According to Oliver (1996) , from the theory of the service quality, it is possible to say that customers will consider quality as low if performance does not meet your expectations and that the quality increases to the extent that performance is in line or exceeds your expectations. Thus, the expectation of the client works as evaluative basis for quality of services.
In a direct relationship, as the company increase the perceived quality, increase satisfaction and loyalty can occur, hence suggest that the quality of services, such as history of customer satisfaction, has influence over the future purchase intent, which concludes that the managers can manage The information generated by this research can enable the cooperative to promote better harmony between the services provided and the expectations of its members, seeking to adapt to the needs of its users and provide them with a better quality service.
CONCLUSION
Since its appearance, at the end of the how to handle the services of the credit union in order to improve them or to evaluate how the organization is positioned within its market. This is the main pratical contribution. Also, by analyzing the gaps, it is possible to see it detailed through the lens of the user, enabling a better way of managing to dimish the gaps.
The quality of services, since it precedes the customers' satisfaction, has important role related to its ability to increase the competitiveness of companies in the market, mainly estimating customer retention, with consequent viability and profit of the companies in a long-term perspective.
Identifying the importance level that members attach to each of the searched attributes allowed establishing the attributes ranking, which, when confronted with the performance degree, showed possible gaps, which ultimately allowed establishing the performance of the cooperative.
The practical implications of this research come from the importance to report the findings to the studied sector, because studying the services Brasil. E-mail: arthur.silva@ifce.edu.br Data de recebimento: 08-01-2018 Data de aceite: 14-08-2018
